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When companies are considering expansion, many different aspects must be taken into consideration.  The fear that all companies have when expanding comes down to one easy phrase, “loss of profit”.  In order to be successful in new markets, Verizon and the capabilities of 4G wireless services must be adequate, if not better than current services that are already available to most of the population in England.  With close to 52 million citizens in England, how does Verizon determine that their 4G wireless services will benefit the population of England as it benefitted Canada (Barrow, M. 2010)? By discussing the justification of the expansion and marketing into England, the pricing strategies for both domestic and foreign markets, and how to channel the strategies of marketing and pricing, Verizon can determine if England is a great place to expand its services too.  As a marketing team with a directive to create new profit streams our goal is to justify and strategize pricing and clear channeling in order to make the expansion as smooth as possible.  

Foreign Market

England is a country that has a very fast paced environment with a lot of technology and a lot of hustle and bustle.  It is quite the opposite of Canada, but has a very generous market to offer Verizon if 4G technologies can be conquered in a densely populated area.  With a dense population, Verizon can expand into this foreign market with the opportunity to take over as the number one cell phone provider.  Currently, the third and fourth biggest cell phone companies in England are merging, creating the biggest company for cell phone carriers in England.  While the biggest cell phone company merger in England happens, only 37% of the market will be controlled by the merger, which is only 28.7 million people (Wray, R 2009).  England holds 84% of the total population of the United Kingdom which consists of England, Northern Ireland, Wales, and Scotland. With this foreign market merging current cell phone companies together, it could be the perfect time for Verizon to expand and create a brand new technology in England, given that 4G wireless service does not yet exist. 

Justification


Xxx. (Paper includes a justification for this selection)

Domestic Pricing Strategies

Critical for Verizon’s marketing approach surrounding their 4G network product launch and its associated technology includes an effective domestic pricing strategy focusing on target market needs, determining the asking price, and defining the competitive temperament the asking price has over consumers.  Performing detailed and comprehensive market research on existing and potential consumers as well as examining historical industry-wide data on telecommunication trends defines the most profitable markets for the Verizon 4G product launch.  Conducting both consumer and industry market research provides Verizon understanding for profitable launching locations, propensity of competitors, and consumer willingness to pay more for features deemed most valuable.  Before Verizon can establish and implement a price point, the corporation must understand what drives consumers to either buy the 4G network or technologies or to upgrade to a 4G network.  Just because the 4G network and its accessories are available for purchase, does not guarantee that consumers will willingly purchase the new technology at a higher price.  Consequently, Verizon must define the target price, the price consumers are willing to pay for additional features that do not cost Verizon added costs in production or marketing, for launching the new 4G network.  Additional expenses often occur whenever an organization launches a new product; however with an increase in company sales directly following product launch, the added launch costs can be absorbed.  Employing a marginal cost model, incorporating the additional costs of marketing, manufacturing and implementing, and company selling costs associated with the product launch provides Verizon with the utmost flexibility while maximizing potential revenue and profit opportunities.

Foreign Pricing Strategies

A company need not be large, however, to sell globally.  Companies are discovering that foreign markets present higher profit opportunities than the domestic market; however, international companies require a larger customer base to achieve profits and increase their economic scale.  A company wants to reduce its dependence on any one market.  To achieve this goal, four major elements should be included in the pricing strategy, and a marketing analysis should be developed, which includes segmentation, targeting, and positioning of the product. 

 In foreign markets there are pricing controls.  A firm is not free to price its product at any level it chooses.  Offering different prices for different consumers may violate laws because there are laws in place for “price discrimination” (Netmba, 2010).  

 When a product is launched, there should be an understanding of the cost involved.  Cost/pricing should include a compilation of both variable costs of producing the unit and fixed cost that is incurred during the production process.  Seeking to maximize profits includes revenue and costs. 

 
England is the country of preference because of the comfort ability with the language, laws, and culture. Companies should be careful, however, in choosing markets according to cultural distance (Kotler & Keller, 2006).

Domestic Channel Strategies


Xxx. (Paper includes channel strategy for the product launch, for domestic market.)
Foreign Channel Strategies


Because “most producers do not sell their goods directly to the final users, marketing channels are critical in foreign markets (Kotler & Keller, 2007, p. 240).  Using a channel marketing strategy in our international market assists in bridging the cultural gaps that exist.  While Canada has been an independent country and not a colony of England since 1931, it was the Canada Act of 1982 that disallowed Britain’s power to make laws affecting Canada (Canada in the Making, 2004).

A combination of a push and pull strategy implementation is advised.  By using sales forces and trade promotions along with advertising and other types of promotions, Verizon’s product introduction to the foreign market thrives.  Using a foreign marketing channel attains greater consumer contact.  Targeting the market channel’s customer base that may desire 4G Verizon services enables Verizon to achieve greater visibility. 

Initially, adopting a one-level marketing channel is best.  When recognition of Verizon is higher in England, then it can determine if it wants to also include a zero-level marketing channel and sell directly to the consumer through internet advertisements or direct mailings.  For now, it is best to have a retailer introduce the product and service to the market.

The safest and most cost effective mode is to engage merchants who will buy and take title to the phones, but this limits Verizon’s growth if successful.  This method also limits the danger of failure because the merchant incurs all the risk.  Agents represent the highest probability of success and growth-potential.  The agent makes the sale, but Verizon is the provider; the agent never takes title of the phone or the service.  Selective distribution in a strong market is the best initial strategy for Verizon.  When the company establishes its name and reputation, moving to an intensive distribution is sensible.

Conclusion


Xxx.
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